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Returns management requires investment to get it right. However, when
this flow is optimized with automation, strategic partners and expertise,
it can bring a whole host of benefits to both retailers and their
customers. 

As the benefits for both brands and consumers are intertwined to a
large extent, it’s important that merchants understand the wants and
needs of their customer base. A critical aspect of this is to understand
why their customers are returning products and at what rate. 

An excellent way to do this is through online customer return portals.
Having consumers state the reason for their return provides valuable
data that can be used to improve both products and services. Helping
to boost customer experience, encourage future spending, and
creating loyal, returning shoppers.

For retailers, returns are an unavoidable daily occurrence.

For purchases made in-stores return rates hover around 9%,

rising to 30% for e-commerce orders. That’s 1 in 4 online

orders that are likely to end up as a return, and this is costly

for brands. Not only operationally and logistically, but also in

terms of product value depreciation. 

Introduction
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What are the most common

return reasons?

Insights from our clients’ customer feedback suggest that although return
reasons are varied, there is a trend when it comes to the top three reasons.

The single commonality was that the product did not meet the expectations of
the customers in one capacity or another.
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For retailers, these insights provide the data needed to not only improve
products, but also how they are presented online. For example, if products
are being returned as they did not meet expectations in terms of sizing or
visual features, this can inform retailers that they may need to review their pre-
sales process. Perhaps improving the quality of their descriptions and photos
or making their sizing guide more accurate. If quality is often the issue this can
spur-on brands to review their products from a manufacturing point of view. 

In any case, customer-provided data on returns can inspire innovations that
can improve customer experience, while also driving down return rates and
protecting profit margins from the original sale. 
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Service Reasons

Product-focused reasons are not the only cause of returns. We found that service-related reasons also played a part.

Delayed delivery was the reason 1 out of 100 customers opted for a return.

of customers returned as a result of ordering multiple sizes.  

With shoppers often ordering products for a specific occasion, such as a
particular event, or for a gift, fulfilling the expected delivery time plays an
important role in preventing returns. This will also discourage customers from
shopping with a brand again and may erode trust in their operations and
ability to deliver the service that’s expected.

Serial returning is becoming a growing concern for ecommerce retailers. The home is increasingly replacing the fitting
room with customers ordering multiple sizes or styles, before returning a large number of unsuitable items.

Whereas others are taking advantage of the flexible return policies on offer and are ‘wardrobing’. Where shoppers
purchase clothing to wear only once, for a special occasion for example, before returning the used item.

Serial returning is not only harmful for the environment through overconsumption, but it is also cost draining for brands and
retailers who will lose value on those items and the original sale. Tracking the reasons for return can help to inform retailers
of how and where they can adapt their return policy to prevent this behavior. 

Developing the return service to help reduce the overall number of returns can be done in a number of ways. Many brands
are embracing new techniques and technology, such as virtual fitting rooms, advanced sizing advice tools, and stronger
returns policy to assist with returns avoidance. 
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Benefits of tracking returns data

For the retailer...

For the customer...
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For over 16 years we’ve designed custom solutions for brands looking to
optimize their returns flow. Trusted by an array of world-leading retailers, we
smartly combine IT and logistics to find your perfect returns setup.

We currently help a number of clients to track their customers' return reasons
through our easily-integrated consumer portal. To ensure that they can stay on
top of their consumers' demands, as well as evaluate the quality of their
products and service

Get in touch to learn how we can help your brand! 

www.cycleon.com

Vliegend Hertlaan 71, 3526 KT Utrecht
+31 30 299 55 00

marketing@cycleon.com

*The data used in this document is based on three retailers, operating within European countries, over a three month period in 2020.
Numerical values may vary per retailer or season. 

Cycleon is here to help!

We enable the tracking of return

reasons through our:

Portals

Data & Insights 

An easy and convenient way for
customers to manage their returns.

Detailed, on-demand insights into return
reasons and more.

https://www.cycleon-revlog.com/

